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Abstract 


This research was aimed at finding out the relationship between self-confidence and self-image 
with the intensity of using Instagram social media. The subjects in this research were teenagers 
who actively used social media Instagram as many as 105 people. The data collection tool used is 
the self-confidence scale, self-image scale and the intensity scale of Instagram social media use 
compiled with the linkert technique. The self-confidence scale has a reliability coefficient of0.831, 
the self-image scale has a reliability coefficient of 0.817 and the intensity scale of using Instagram 
has a reliability coefficient of 0.829. Based on the results of data analysis through multivariate 
analysis, the correlation coefficient value is 0.680 with a sig value of 0.000, then there is a 
relationship between self-confidence, self-image and intensity of using Instagram. 


| KOK intensity of usage Instagram, self-confidence, self-image, teenage. 


INTRODUCTION 

Nowadays developments in the world of technology are increasingly rapid. Where 
most human activities already use technology. Especially regarding communication and 
information technology. Advances in communication technology facilitate interaction 
between individuals. Apart from that, advances in communication technology are supported 
by internet technology. The development of the internet has also resulted in the development 
of social media among society. 

Basically, social media is the latest development of internet-based web technologies, 
which can make it easier for everyone to communicate, participate, share and form networks 
online, so that they can spread content that has been created by that individual (Azizan, 
2016). Social media has quite a big influence on human life today. This is because social 
media removes boundaries in socializing. Where in social media there are no boundaries 
regarding space and time, one of which is Instagram social media. 

According to a survey from We Are Social, Indonesia is the country with the highest 
growth in social media users in the world, and is ranked third (We Are Social, 2020). Where 
the population in Indonesia is 272.1 million, with 175.4 million internet users and 160 
million active social media users. The average time spent accessing social media per day is 
3 hours 26 minutes. Instagram social media is in fourth place as social media which is 
frequently accessed by 79% of the population in Indonesia. Where the number of Instagram 
users in Indonesia in 2020 is 63 million people. If broken down, the percentage of Instagram 
users who are female is 50.8% and male is 49.2% (We are social, 2020). In various circles 
of society, teenagers aged 13-18 years are the most familiar with internet developments and 
are active in using social media (We Are Social, 2020). 

Of the total population of 272.1 million people, users aged between 13 and 18 years 
are 210.3 million people or around 77%. Therefore, in this study, researchers chose 
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teenagers as research subjects. Teenagers choose teenage social media because they are 
interested in the features provided by the application. Adolescence is a period of 
developmental transition from childhood to adulthood, where this transition period involves 
biological, cognitive, and socioemotional changes that start from the age range of 10 to 13 
years and then end at the age of 18 to 22 years (Santrock, 2003). Then, during this period, 
adolescents begin to experience psychosocial development, which leads to a search for self- 
identity (Papalia, Olds and Feldman, in Annisa, Istar and Dian, 2020). 

So that adolescence cannot be separated from the demands of psychological 
development that must be met, including being able to accept physical conditions, being 
able to use them effectively, being able to obtain emotional freedom from parents, being 
able to get along with the opposite sex, knowing and accepting one's abilities and 
strengthening self-mastery based on a scale of values. and norms (Ramadhan, 2012). 

Instagram social media is used by many people as a means of expanding 
communication networks and providing information about their activities. Apart from that, 
users also use Instagram social media as a means of self-existence (Aprilia, 2016). 
Individuals compete to post more photos or videos and like and follow each other, this is 
usually called self-existence. 

Individuals who have self-existence are one of the characteristics of having self- 
confidence (Smith, in Aprilia, 2016). Because self-confidence is not an innate trait but 
something that can be learned from experiences around one's environment. Based on 
research conducted by Azizan (2016), self-confidence is one of the factors that can influence 
the intensity of use of Instagram social media. 

According to Lauster (in Azizan, 2016) self-confidence is an attitude or belief in one's 
own abilities so that in one's actions one is not too anxious, feels free to do the things one 
wants, is polite in interacting with other people, has a drive for achievement and can get to 
know the advantages and disadvantages they have. 

According to research conducted by Azizan (2016), online social media can influence 
users' self-confidence and feelings, especially regarding their appearance. It can be seen that 
online media is a communication medium that depends on the character of its users. 
However, based on the results of research conducted by Annisa, Istar and Dian (2020), it 
was stated that the level of self-confidence and intensity of use of WhatsApp social media 
among students in the medical education study program at the Faculty of Medicine, Sebelas 
Maret University, Surakarta, class of 2018, had a negative relationship. 

Self-confidence affects a person's ability to communicate and interact with other 
people (Adywibowo, 2010). So that self-confidence influences teenagers' interpersonal 
communication, with high self-confidence they dare to interact with other people directly. 
Adolescents who tend to be afraid of interacting with other people directly experience failure 
in expanding interpersonal relationships and communicating maturely with peers 
(Havighurst, in Gunarsa & Gunarsa, 1981). 

Apart from self-confidence, another factor that can influence the intensity of social 
media use among teenagers is self-image (Yudit and April, 2011). Social media is used as a 
forum for individual self-description, through the facilities provided by social media, 
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teenagers can save or change their personal photos, videos, so that they can be commented 
on by fellow social media users, so that teenagers can show their existence. This condition 
indicates that the individual wants to express himself and his assessment of himself. The 
way individuals view themselves is called self-image (Maltz, 1992). 

Where in today's social interactions, teenagers are increasing their interactions with 
their peers in order to gain recognition and be accepted in teenage relationships in general. 
Buss (in Ramadhani and Flora, 2014) said that self-image is a picture of the body that is 
formed in the mind, this is intended to express a way of appearance of the body for oneself 
which includes feelings about the body such as strong or weak, big or small, beautiful or 
sharp and tall or short. 

Every individual must be able to build a positive self-image, where this positive self- 
image does not only concern body shape and physical appearance but also concerns the 
individual's feelings, behavioral attitudes and activities (Ramadhani and Flora, 2014). 

Based on the results of research conducted by (Qashmal and Dadi, 2015) entitled the 
relationship between the use of Instagram social media and the formation of self-image, 
there is a positive relationship between the use of social media and the formation of self- 
image. This is based on several factors, namely cognitive development, personal integrative, 
social integrative and releasing tension towards forming self-image. 

Then, the results of research conducted by Ramadhani and Flora (2014), regarding the 
relationship between self-confidence and self-image, there is a positive and significant 
relationship between self-confidence and self-image in late adolescents. The research results 
show that the higher the individual's level of self-confidence, the higher the level of self- 
image, and vice versa, the lower the level of self-confidence, the lower the level of self- 
image. 

Based on this description, there is a relationship between self-confidence and self- 
image, so researchers are interested in researching the relationship between self-confidence 
and self-image and the intensity of Instagram use. Therefore, in this study the researcher 
took the title "The Relationship between Self-Confidence and Self-Image with the Use of 
Instagram Social Media in Adolescents". 


LITERATURE REVIEW 
Intensity of Instagram Social Media Use 

Kartono and Gulo (2000) interpret that intensity refers to the strength of a behavior or 
the amount of physical energy required to stimulate a sense. Another explanation of intensity 
was also put forward by Tubbs and Moss (1983) who stated that intensity is influenced by 
the amount of time spent doing something, where this amount can be viewed from the 
duration spent when individuals do the activity. These two understandings are then supported 
by findings from Putri, Erlyani and Mayangsari (2016) where intensity is reviewed based on 
frequency and duration. 


Instagram social media 
Instagram social media is a media-sharing site and also a social networking site, 
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because the Instagram application not only shares videos or photos but can follow other users 
(Dewing, 2012). Apart from that, Instagram is also known as an internet and mobile-based 
application that allows users to take photos and videos instantly and immediately share these 
moments with other people (Aditya, 2015). 


Aspects of Intensity of Social Media Use 
Ajzen (in Frisnawati, 2012) mentions several aspects that influence the intensity of use 

of Instagram social media, namely: 

1. Attention is an individual's interest in an object which then becomes the target of 
behavior. 

2. Appreciation, in this case concerns the understanding and absorption of information as 
new knowledge for the individual. 

3. Duration can be said to be an individual's need for a certain time interval to carry out the 
target behavior. 

4. Frequency is the number of repetitions of activities carried out by an individual. 


Factors that Influence the Intensity of Instagram Social Media Use 

According to Stets and Burke, self-confidence influences a person's ability to 
communicate and interact with other people. Self-confidence influences interpersonal 
communication, meaning that self-confidence also influences the way teenagers generally 
communicate on social media (Annisa, Yuliadi, & Nugroho, 2020). 


Impact of Using Instagram social media 
Amedie (in Instagram, 2018) mentions several impacts arising from using the 
Instagram application, the positive impact is that it makes it easier for individuals to form a 
group that has the same frequency, so they can join in a community, many companies use 
Instagram media as a means of marketing or advertising products , can disseminate various 
information more quickly, help users interact with friends and family to exchange news, help 
users find information they like through content owned by other users. The negative impacts 
are: 
1. Worry 
Anxiety arises when individuals have the desire to form an unrealistic self-image and a 
perception of perfection, which in reality they cannot achieve. This causes anxiety in 
individuals. 
2. Depression 
The onset of depressive disorders is triggered by failure to build their self-image. Where 
these individuals tend to show their success and happiness in life more often than being 
honest about their actual condition. 
3. Criminal Activity 
The individuals responsible will use social media as a means to hide their true identities. 
Because self-identity that is too complete on social media can give rise to crimes. 
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Confidence 

Santrock (2003) argues that self-confidence is a comprehensive evaluative dimension 
within oneself. Self-confidence is also explained by Lauster (1990) as a belief in one's own 
abilities so that individuals do not hesitate in acting, then feel free to do things they like, are 
responsible, polite when interacting with other people, respect others and have a drive for 
achievement. and recognize the advantages and disadvantages they have. 


Aspects of Self-Confidence 
Lauster (1990) states that several aspects related to self-confidence are normal 
ambition, independence, optimism, feelings of security, tolerance, belief in oneself. 


Factors that Influence Self-Confidence 
Lauster (1990) suggests factors that can influence self-confidence, namely personal 
abilities, social interactions, self-concept. 


Self Image 

Self-image is an individual's overall picture, views and beliefs in themselves 
(Purnamasari & Agustin, 2018). Sari and Naqiyah (2020) also mention self-image as a 
description of recognizing oneself in the form of feelings, physical appearance, and other 
people's assessments of oneself. Self-image is included in an individual's perception in 
various fields which has a major influence on behavior. 


Aspects of Self Image. 

Rogers (in Feist & Feist, 2010) states that the aspect of self-image is divided into two, 
namely Real Self, in the form of the individual's self-image that appears at that time and 
Ideal Self, in the form of things that the individual wants and is always above the real self. 
These two aspects of self-image have an egually important role. The real self and ideal self 
must be able to go hand in hand and in balance, this is expected to make individuals more 
accepting of their situation as it is. A balanced real self and ideal self can be done by raising 
the real self and lowering the ideal self at the same time and under the same conditions. 


Characteristics of Self Image 

The self-image of each individual is different, this can be known based on the 
characteristics of that individual. In general, self-image can be divided into positive self- 
image and negative self-image (Purnamasari & Agustin, 2018). 


Research Hypothesis 

The hypotheses in this research include: 

a) Hal: There is a positive relationship between self-confidence and the intensity of use of 
Instagram social media among teenagers. 

b) H01: There is no positive relationship between self-confidence and the intensity of use of 
Instagram social media among teenagers. 
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c) Ha2: there is a positive relationship between self-image and the intensity of use of social 
media Instagram among teenagers. 

d) H02: there is no positive relationship between self-image and the intensity of use of social 
media Instagram among teenagers. 

e) Ha3: There is a positive relationship between self-confidence and self-image and the 
intensity of use of Instagram social media among teenagers. 

f) H03: There is no positive relationship between self-confidence and self-image and the 
intensity of use of Instagram social media among teenagers. 


METHOD 

Research identification consists of independent variables and dependent variables. The 
variables used in this research are the Dependent Variable (Intensity of social media use), 
Independent Variable 1 (Self-confidence), Independent Variable 2 (Self Image). The 
population in this study were 135 teenagers who owned and used Instagram social media. 
Based on this type of research, the sample in this study used a minimum of 30 subjects. 

The sampling technique uses a non-probability sampling technique with a purposive 
sampling technique with the subject criteria being teenagers aged 12-20 years and who own 
and use the social media Instagram. 

The instrument used in this research was a questionnaire using a Likert scale. This 
research uses a type of relationship or correlation research using quantitative techniques. 
Data collection uses the form of a scale questionnaire instrument by applying a Likert scale 
type interval scale, namely testing the perceptions, attitudes and opinions of a group of 
people towards a focus problem. 

In research, the data that has been collected needs to be analyzed to produce 
conclusions. This is intended to find out whether the data obtained is in accordance with the 
research. To find out this, it is necessary to analyze the validity and reliability of the 
measuring instruments used. In this trial, instrument analysis was carried out on 30 
respondents. The data analysis method uses a normality test, then hypothesis testing. 


RESULTS AND DISCUSSION 

This research was taken based on the existing phenomenon, where during this 
pandemic period children and teenagers studied from home. This of course makes teenage 
students spend more time using cellphones, especially for playing on social media. 

Normality testing was carried out using Kolmogorov Sminorv, because the number of 
correspondents was 105 people. Based on the results of the normality test carried out on the 
self-confidence scale, a p value of 0.001 (p>0.05) was obtained, so the self-confidence scale 
was not normally distributed, the self-image scale obtained a p value of 0.000 (p>0.05), so 
the self-image scale was not Normally distributed, the Instagram usage intensity scale 
obtained a p value of 0.00 (p>0.05), so the self-confidence scale was not normally 
distributed. 

The intensity variable for using Instagram in this study has 15 items consisting of 
several items that get scores ranging from 1-4. The smallest score obtained is 15(15x1), the 
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largest score is 60(15x4). The scale score range is 45(60-15), with a hypothetical mean of 
37.5({60+15]/2) and a hypothetical standard deviation of 9([60-15]/5). Then, based on the 
results of the empirical categorization test, the smallest score was 29, the largest score was 
64, the mean was 42.28, the std deviation was 5.68. So we get a low categorization value of 
X<33.76, categorization currently33.76<X<50.8, high with X>50.8. There were 2 teenagers 
in the low category, 97 in the medium category and 6 in the high category. So, the average 
score for the intensity of teenagers' use of Instagram is in the medium category. 

The self-confidence variable in this study has 24 items consisting of several items that 
get scores ranging from 1-4. The smallest hypothetical score obtained is 24(24x1), the largest 
score is 96(24x4). The scale score range is 72(96-24), with a hypothetical mean of 
60([96+24]/2) and a hypothetical standard deviation of 14.4([96-24]/5). Then, based on the 
results of the empirical categorization test, the smallest score was 58, the largest score was 
116, the mean was 81.38, the std deviation was 7.24. So, we get a low categorization value 
of X<59.78, categorization currently59.78<X<102.98, high with X>102.98. So, there is 1 
in the low category, 102 in the medium category and 2 in the high category. So, the average 
score for teenagers’ self-confidence is in the medium category. 

The self-image variable in this study has 29 items consisting of several items that get 
scores ranging from 1-4. The smallest score obtained was 29 (29x1), the largest score was 
116 (29x4). The scale score range is 87(116- 29), with a hypothetical mean of 
72.5({116+29]/2) and a hypothetical standard deviation of 17.4([116-29]/5). Then, based on 
the results of the empirical categorization test, the smallest score was 63, the largest score 
was 116, the mean was 77.59, the std deviation was 8.21. So, we get a low categorization 
value of X<65.275, a medium categorization of 65.275<X<89.9, high with Based on the 
categorization calculation, the low category is 1, the medium category is 98 and the high 
category is 6. So, the average score for teenagers’ self-image is in the medium category. 

Hypothesis testing is carried out to determine whether there is a relationship between 
the independent variable and the dependent variable. The analysis test of the first hypothesis 
was carried out using Pearson's product moment method, the correlation result was r = 0.583, 
accompanied by a significance of 0.000. Based on these results, it can be concluded that the 
correlation between the two variables is significant, because the accompanying significance 
is smaller than 0.05 (0.00<0.05). A positive correlation means that if self-confidence 
increases, the intensity of Instagram use also increases. This proves that there is a positive 
relationship between self-confidence and the intensity of Instagram use. So the conclusion 
is that Ha is accepted and H0 is rejected. 

A test analysis of the second hypothesis was carried out. Test analysis of the second 
hypothesis was carried out using the product moment method from Pearson. The correlation 
results were obtained, namely r = 0.625 with a significance of 0.000. Based on these results, 
it can be concluded that the correlation between the two variables is significant, because the 
accompanying significance is smaller than 0.05 (0.00<0.05). A positive correlation means 
that if self-image increases, the intensity of Instagram use also increases. This proves that 
there is a positive relationship between self-image and intensity of use. Instagram so that the 
conclusion is that Ha is accepted and H0 is rejected. 
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The analysis test of the third hypothesis was carried out using the multiple correlation 
method. Based on the results of the analysis, it is known that the magnitude of the 
relationship between self-confidence and self-image and the intensity of Instagram use has 
a correlation coefficient of 0.680 with a significance value of 0.000. So, it can be concluded 
that there is a positive relationship between self-confidence and self-image and the intensity 
of Instagram use, so that Ha is accepted and H0 is rejected. 


CONCLUSION 

Referring to the research hypothesis and the results of research data analysis, it can be 
concluded that there is a positive relationship between self-confidence and the intensity of 
use of Instagram social media among teenagers. So, the higher the level of self-confidence, 
the higher the intensity of Instagram use, and vice versa. There is a positive relationship 
between self-image and the intensity of use of social media Instagram by teenagers. So, the 
higher the level of self-image, the higher the intensity of Instagram use, and vice versa. There 
is a relationship between self-confidence and self-image. 
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